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MKTG 461 — MARKETING MANAGEMENT
Course Outline — Spring 2004
Heidi DeArment
REQUIRED TEXT: Ferrell, Hartline, and Lucas, Marketing Strategy, Second Edition,
Harcourt College Publishers, 2002.
COURSE FORMAT: This is an advanced undergraduate course intended for those
seeking a career in marketing. Prerequisites for this class include: BADM 360, MKTG
362, 363, 366. This course is designed to implement the concepts and tools that students
learned in previous marketing classes to solve real life marketing problems. The goal of
the course is to integrate theory and practice.
The quality of this course is heavily dependent on thorough preparation, consistent
attendance, and spirited participation. Those who are reluctant to speak in front of others
should use this opportunity to overcome their fears before entering the business world.
The class participation grade will be based on participation during class discussion and
in-class exercises. Quality of participation rather than mere Quantity will be judged.
Student should expect to be called upon at random throughout the term, either to initiate
class discussion or to respond to a question by the professor or another student.
All students must attend all of the presentation classes – evaluation forms will be turned
in at the end of each class. Failure to attend the marketing presentation classes will
dramatically reduce your participation grade. Excessive absences will significantly
reduce your participation grade.
EXAMINATIONS: There are three mid-term examinations, each covering about onethird of the text and lecture material. Exams include multiple choice and essay-type
questions. An optional comprehensive exam will be given during the final exam week
for anyone who misses a midterm exam or wishes to drop a mid-term exam with a low
score. No late exams or make-ups will be given. Mid-terms must be taken during the
class period. The score for the comprehensive exam will replace the lowest score of the
three mid-term exams. You must contact me prior to finals week if you plan on taking
the comprehensive final.
WRITTEN ASSIGNMENTS: Include 3 cases and a marketing plan.
Cases
Student teams have a choice of three out of six case assignments. YOU MUST DO
THE FIRST CASE – APPLE COMPUTER. For each case, the teams must turn in a
four to five-page analysis (font size 12, double space, with one-inch margins on all sides)
responding to case questions indicated in the syllabus. The cases must be turned in at the
beginning of the class period each case is due, and students must be prepared to
participate in discussions about the case. Late or untyped assignments are not accepted
under any conditions and the student(s) will receive a grade of zero for such cases. All
student members must be in attendance for the case to be submitted. Absent team
members will have their grade reduced by twenty (20) points for such assignments. For
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the remaining two cases, students must be prepared to participate in the classroom
discussions of those cases.
Marketing Plan
Written Paper – The second written assignment involves the development of a marketing
plan. As groups, student teams will develop a comprehensive marketing plan for a
company selected by the team. Please use the marketing plan framework beginning on
page 19 (Appendix 1), and for greater detail refer to page 413 (Appendix A), of your text.
It would be wise to consult with me on a regular basis regarding your progress. Once you
choose a company, please submit that company name to me. You must turn in the
company you have chosen by February 20th.
The written marketing plan will be submitted in two drafts – the first draft is due on
March 26th. The draft plans must be well developed and fully proof-read. Incomplete
plans or those full of spelling and grammatical errors will not be reviewed. I will review
and comment on the draft and return them to you for use in fine-tuning your final plan.
The draft plan will give you a good feel for the validity of your content and framework.
You will receive further information on what will be expected in the marketing plan later
in the semester.
Presentation – This is your opportunity to present your work, creative ideas, and
marketing knowledge with your peers. Please prepare a professional presentation with
appropriate visual aids that runs about 15-20 minutes, depending on the number of
marketing plans to be presented. Members of each team will be given the opportunity to
evaluate the contribution of their fellow team members to their project, and the group
case assignments. These evaluations may increase or decrease your individual score –
i.e. group members may receive differing grade depending on these evaluations.
Grades will not be curved, late work will not be accepted, and there is no extra credit.
OFFICE: Location: GBB 337, Phone 542-0539 (day) 829-1345 (home)
Email: heidi@clarkfork.org
Office Hours: 9:30 AM – 11:00 AM Mon & Fri
COURSE GRADES ARE
ASSIGNED AS FOLLOWED:
90 – 100%
80 – 89%
70 – 79%
60 – 69%
Below 60%

A
B
C
D
F

COURSE GRADING IS AS
FOLLOWS:
Marketing Plan—Written
Presentation
3 Midterm Exams (11% each)
3 Group Cases (11% each)
Participation
TOTAL

20%
4%
33%
33%
10%
100%
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CLASS
January 26
January 28
Wednesday
January 30
Friday
February 2
Monday
February 4
Wednesday
February 6
Friday
February 9
Monday
February 11
Wednesday
February 13
Friday
February 16
Monday
February 18
Wednesday
February 20
Friday
February 23
Monday
February 25
Wednesday
February 27
Friday
March 1
Monday
March 3
Wednesday
March 5
Friday
March 8
Monday
March 10
Wednesday
March 12
Friday
March 15
Monday

TOPICS COVERED
Introduction
Strategic Marketing Planning
Group Formation
Company Strategy and Marketing
Envirosell Video
How to write a marketing plan

ASSINGMENT
Class Overview
Read Chapter 1

Situation and Environmental Analysis

Read Chapter 2

Read Handout
Read Appendix A and B

External Analysis Presentations
SWOT Analysis

Read Chapter 3

Video
How to Analyze a Case

Handout

No Class – Presidents Day
Market Segmentation

Read Chapter 4

Market Segmentation (cont)

Submit Company for
Marketing Plan
Case 1: Apple Computer – written case due at the beginning of class
Guest Speaker – Todd Frank
Exam 1: Covers Chapters 1-4, Appendix A&B, Video, Case 1, and
class discussion from 1/26 – 2/25
Customer, Product and Pricing Strategy
Read Handouts
Developing Customer Relations

Read Chapter 5

Case 2: Napster – written case due at the beginning of class
Product Strategy

Read Chapter 6

Case 3: Mattel – written case due at the beginning of class
Pricing Strategy

Read Chapter 7

Case 4: New Belgium Brewery – written case due at the beginning of
class
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March 17
Wednesday
March 19
Friday
March 22
Monday
March 24
Wednesday
March 26
Friday
March 29
April 2
April 5
Monday
April 7
Wednesday
April 9
Friday
April 12
Monday
April 14
Wednesday
April 16
Friday
April 19
Monday
April 21
Wednesday
April 23
Friday
April 26
Monday
April 28
Wednesday
April 30
Friday
May 3
Monday
May 5
Wednesday
May 7
Friday
Finals Week

Q&A/workshop on writing the marketing
plan
Review/Catch Up Day
EXAM 2: Covers Chapters 5-7, Cases 2-4, Handouts, and Class
discussion from 3/1 – 3/19
Speaker – Marketing Beer
Video

Draft Marketing Plan due
at the beginning of Class
—SPRING BREAK—

Speaker – Advertising
Distribution Strategy

Read Chapter 8

Case 5: Bass Pro Shops – written case due at the beginning of class
Integrated Marketing Communications

Read Chapter 9

Integrated Marketing Communications
(cont)
Speaker – Non-profit Marketing

Final Marketing Plans
Due at beginning of class
Case 6: HCA – written case due at the beginning of class
Implementation/Control

Read Chapter 10

Speaker – Political Marketing
Review/Catch Up
Exam 3: Covers Chapters 8-10, Cases 5-6, Speakers, and class
discussions from 3/22-4/26
Presentations
Presentations
Presentations
Presentations
Optional Comprehensive Final Exam

